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1 Introduction 
This chapter generally gives readers the reason why the topic “Finding organic chickpea 
suppliers for a start-up coffee shop” was chosen, what purposes of the thesis are and who 
gets benefits from this research. Additionally, it covers demarcation, international aspect, 
research question and investigative questions which were investigated and discussed logi-
cally. 
1.1 Background  
The purpose of this part is to firstly present an overview of the background study, then a 
profile of the coffee shop, which is a coordination of the author and two other friends.  
 
This thesis targets to find the best organic chickpea supplier for the coffee shop named Love 
Veggie, serving falafel and salad boxes at lunch. As the author noticed that the consumption 
of the organic recipe is on trend, a decision to run a start-up was made, which focused on 
such kind of recipe. The reason of choosing the chickpea was that this is the main recipe of 
falafel which is served to customers in different tastes and flavours. 
 
To work at this topic well, the author had to spend time and efforts into chickpea market 
analysis as a beginner. Even though, the author had no idea about falafel before, she was 
willing to work on it since she is the big fan of the organic food and a risk taker who wants 
to put herself in an absolutely new challenge. Thanks to this thesis, she can raise her research 
skills and communication skills in finding, evaluating and negotiating with different suppli-
ers, which is expected to support her future career of a professional purchaser. 
1.2 Case company 
Love Veggie is a small coffee shop focusing on organic food and drinks, located in Helsinki. 
Unique products are salad boxes with falafel (made by organic chickpea) and organic plant-
based milk. As the beginning, there is one presence which is planned to be launched in De-
cember, 2018 with small size dining place for 20 seats. As expected, other shops will open 
around Helsinki if the first works well in future, then the brand will also be available in other 
cities within Finland. For the best scenario, Love Veggie will become a chain and go inter-
nationally with some new restaurants launched first in Nordic countries, and later to other 
parts of Europe. 
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Chickpea is one of the main recipes of the coffee shop in order to make falafel, especially 
the organic. Hence, the thesis targets to look into the market research in order to find poten-
tial organic chickpea suppliers and at the end of this report, the best supplier is determined.  
1.3 Research question  
This thesis aims to investigate existing qualified suppliers for the chickpea beans based-on 
certain requirements from Love Veggie. Additionally, selection criteria and specific sourc-
ing strategies was determined to support the supplier evaluation and decision making in final 
selection. The research question was worded as: Who was the best organic chickpea sup-
plier for a start-up coffee shop? Research question was divided into investigative questions 
(IQs) as follows: 
 
IQ1. What were supplier selection criteria that the coffee shop used? 
IQ2. Which sourcing strategies did the coffee shop use? 
IQ3. How did the coffee shop evaluate the potential suppliers and find the best?  
 
Table 1 below presents theoretical frameworks, research methods and chapters of results for 
each investigative question. There were three investigative questions created to answer the 
research question. Every question deeply analysed and discussed relying on relevant theo-
retical frameworks (referred to chapter 2) and research methods (referred to chapter 3). The 
detailed results of each question are figured out clearly in the following chapter 4 and chapter 
5.  
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Table 1:  Overlay matrix of research question, investigative questions, theoretical framework 
Research 
Question 
Investigative 
question 
Theoretical 
Framework 
Research 
methods 
Results 
Who was the 
best organic 
chickpea sup-
plier for a start-
up coffee shop? 
IQ1 
What were 
supplier selec-
tion criteria 
that the coffee 
shop used? 
The need for 
supplier selec-
tion 
 
Supplier se-
lection criteria 
Qualitative research 
 
Interview with the 
coffee shop’s  
representative 
 
Chapter 
4.2, chap-
ter 5.1 
IQ2 
Which sourc-
ing strategy 
did the coffee 
shop use? 
Sourcing  
Strategy 
Qualitative research 
 
Interview with the 
coffee shop’s repre-
sentative 
Chapter 
4.1, chap-
ter 5.2 
IQ3 
How did the 
coffee shop 
evaluate po-
tential suppli-
ers and find 
the best? 
Potential  
supplier 
sources 
 
Limit suppli-
ers 
 
Supplier  
evaluation 
and  
selection 
Qualitative research 
 
Interview with the 
coffee shop’s repre-
sentative and the 
suppliers’ represent-
atives 
 
Chapter 
4.1, 4.2 
and chap-
ter 5 
1.4 Demarcation, international aspect and benefits  
The main concerns of this chapter are the scope of this thesis (referred to chapter 1.4.1), an 
international element and discussed benefits for anyone who involves into the study (referred 
to chapter 1.4.3).  
1.4.1 Demarcation 
According to van Weele (2010, 9), purchasing process model comprises certain activities to 
make the whole procurement of a company. There are six steps involved into the process in 
order to get a product from suppliers to buyers, which are determining specification, select-
ing supplier, contracting, ordering, expediting and evaluation, follow-up and evaluation (re-
ferred to chapter 2.1: Purchasing function). In this thesis, only two out of six activities were 
investigated and analysed to determine specifications and select suppliers.  
 
Concerning to research activity of this project, it was divided into two parts: pre-research 
and thesis research which associated together to create the whole process of the study (re-
ferred to figure 1). There was 5 steps as a whole. The first three, which were grouped as pre-
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research, were simple steps to narrow the supplier list. Meanwhile, the two last steps focused 
on systematic and logical qualitative analysis to find the best supplier based on expectations 
of the shops. Since the thesis length is limited, only the two last steps were studied as the 
main research of this investigation. These steps were grouped as thesis research.  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Figure 1: Research process, illustrated by the author 
 
Although the thesis research is the key part, the pre-research is still described clearly (re-
ferred to chapter 1.4.2 Pre-market research) to provide the readers what has been done in 
advance to get a shortlist of the ideal suppliers. Also, the term “pre-research” is repeated 
several times in later chapters when needed. 
 
Additionally, this thesis focuses on finding suppliers of sole organic chickpea, because the 
aim of the coffee shop is to offer their customers the falafel with truly organic recipe. The 
suppliers were supposed to be internal, meet our demands and their offers are the best com-
pared to the others. Concerning to communication language, English is being used as the 
only choice for the thesis, because it is the language of the author’s degree at Haaga-Helia 
University of Applied Sciences.  
Step 2 
Step 1 
Step 3 
Step 4 
Face-to-face or phone interviewed to ask for the price quo-
tation and delivery conditions 
Desktop researched potential suppliers via the Internet and friends 
 
Visited suppliers’ stores to find the needed chickpea 
 
Shortlisted the potential suppliers, who sell the product 
 
P 
R 
E 
- 
R 
E 
S 
E 
A 
R 
C 
H 
 
Qualitative data analyzed and chose the best suppliers 
THESIS 
RESEARCH 
Step 5 
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1.4.2 Pre-market research 
Beside the main research of this thesis, a so-called pre-market research was taken place. The 
aim of this pre-research is to have knowledge of current organic chickpea market in around 
Helsinki, Finland. Since the potential suppliers were domestic ones (referred to chapter 4.1.3 
Factors supporting to domestic souring selection), this research only focused on the locals. 
This investigation assisted the shop to shortlist qualified suppliers which should be contacted 
for further steps such as asking for quotations, quality and quantity of the available chickpea 
and delivery terms of them.   
 
As illustrated in the Figure 1: Research process, the pre-research was at first 3 steps. Firstly, 
a desktop research was taken place via the Internet (search tools like Google) and from the 
founders’ friends to point out available suppliers in Helsinki, Vantaa, Espoo area. A list of 
the potential suppliers was made which included the suppliers’ basic information: supplier’ 
name, address and contact information (phone numbers, representatives). Furthermore, the 
author did a pre-checking of these suppliers’ qualified chickpea beans. Some of the basic 
information and the products could be found through the suppliers’ website, but some were 
not. That was the reason why the author went to the step 2, visited the suppliers’ shops or 
warehouses to check the demanding chickpea, whether or not they had the organic dried 
chickpea as requirement of the shop. After the visiting, the author marked into the supplier 
list that the suppliers were qualified or not in terms of product availability. A supplier 
shortlist was made with full of suppliers’ contact at step 3 (referred to Appendix 1: Supplier 
list selling qualified chickpea). Based- on the shortlist, the step 4 and 5 was conducted as the 
main research of this thesis. Only the suppliers in the shortlist were contacted by phone to 
face-to-face talk asking for the price quotation and delivery offers. Additionally, the shortlist 
could handle with the time- and the cost-saving of the author effectively.  
1.4.3 International aspect and benefits 
This study focuses on the suppliers who locate in Helsinki, Finland, thanks to the flexible 
delivery and intensive communication (see chapter 4.1.3: Factors supporting to domestic 
sourcing selection). However, since the Finnish weather is not suitable for chickpea crops, 
all the products of organic chickpea in Finland market are imported from other countries 
(Agriculture Victoria 2017). The original country of the product is transparently indicated in 
the product packages. Concerning to supply chain of the potential suppliers, this is the inter-
national aspect of this thesis.  
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Concerning to the benefits, the best supplier is selected, which is the most obvious benefit 
for the restaurant. Cooperating with such suppliers, the raw material source and chickpea 
bean quality will be ensured, leading to stable material input for Love Veggie’s business.  
 
For customers, they enjoy falafel made from organic chickpea with high quality, good taste, 
benefit for their health and meet their expectation for an organic veggie cuisine. For suppli-
ers, they gain one more long-term relationship, expand their market and increase their profit.  
 
For the author, her market knowledge in chickpea will be broaden, especially in chickpea 
suppliers. Also, the author’s research skill, analysis skill and writing skill would be much 
better than before.    
1.5 Key concepts  
This part gives readers 2 crucial concept definitions concerned in this thesis: purchasing 
function and supplier evaluation and selection process. 
 
Purchasing function: Throughout van Weele (2010, 8), purchasing function is defined as a 
secured buying process that a company manages to obtain required material, goods, services 
from their suppliers. Purchasing function is to cover tactical purchasing and order function, 
from specification determination, supplier selection, and contraction to ordering, expediting 
and evaluation. Aside from such related concepts, material planning and scheduling, inven-
tory management, quality inspection and control is not involved into the purchasing function. 
      
Supplier evaluation and selection process: Following to van Weele (2010, 410), the supplier 
selection includes all critical activities to gain the best supplier. According to Handfield, 
Monczka, Giunipero and Patterson (2009, 237), the process consists of seven essential steps, 
which are required need definition for suppliers, key sourcing identification, sourcing strat-
egy determination, supplier source recognition, supplier limitation, methods to evaluate def-
inition and supplier selection. 
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1.6 Thesis structure 
The thesis consists of 5 chapters, which is started by the thesis introduction as chapter 1, the 
theoretical framework as chapter 2, the research methods as chapter 3, the findings as chapter 
4 and last but not least the discussion as chapter 5 where the best supplier is determined. 
 
Beginning of chapter 1, the big picture of the thesis, company case, research question, thesis 
scope, international aspect and benefit for the company are given. At the end of this chapter, 
there are key concepts that need to be applied into the thesis analysis part. In the chapter 2, 
the key concepts are investigated and discussed in detail one by one, why and how these are 
applied in this thesis. Then the interview methods and qualitative research are described in 
the chapter 3 and moving to the chapter 4 with the research results and findings analysis. 
This part is the most important for the thesis outcome since it indicates crucial keys affecting 
on the final decision. Finally, chapter 5 is a discussion part to summary all the findings for 
each investigation question and concludes the final decision on choosing the best suppliers. 
Furthermore, the benefits, reliability and further development of this thesis are pointed out 
as the very last part. The whole thesis structure is clarified at figure 2 hereunder. 
 
 
Figure 2: Thesis structure, illustrated by the author 
Thesis 
introduction
Chapter 1
Theoretical 
framework
- purchasing 
process
- supplier 
selection and 
evaluation 
process
Chapter 2
Research 
methods 
- targets 
- qualitative 
research
- interview 
process
Chapter 3
Interview 
results 
and findings
Chapter 4
Discussion
- final results 
- benefits 
- reliability
- conclusion
Chapter 5
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2 Theoretical framework  
The chapter investigates into theoretical frameworks of purchasing process and supplier se-
lection and evaluation for the thesis. It deeply studies two key concepts mentioned in chapter 
1.5. Firstly, the purchasing process is presented to explain clearly the thesis scope (referred 
to chapter 2.1) and then the chapter 2.2 indicates the supplier evaluation and selection pro-
cess, in which 5 sub-chapters are included to shown how to obtain a qualified supplier and 
how apply this theories into the real case of the coffee shop’s business.  
2.1 Purchasing function 
To describe clearly what the scope of thesis is, the author firstly presents the purchasing 
process model since the analysis of thesis was two parts belonging to the process. After the 
process explanation, the scope of this thesis is understandably interpreted.   
 
 
 
 
 
 
 
 
Figure 3: Purchasing process model (van Weele 2010, 9) 
 
According to van Weele (2010, 9), the purchasing process model consists of certain steps to 
completer a whole procurement, which includes systematic activities to gain required prod-
ucts from the very first supplier to the final destination of it. Belonging to the procurement 
is the purchasing function with its aims to (1) determine quality and quantity specification 
of the purchased products and services, (2) select the best suppliers of the products, (3) pre-
pare the negotiations with the suppliers to do business contracts, (4) place orders with the 
suppliers, (5) evaluate the selected suppliers’ performance and (6) follow-up their perfor-
mance and built strategic relationship with them. Meanwhile, (1) determining specification, 
(2) selecting supplier, (3) contracting are group as tactical purchasing, and the rest is formed 
as order function. Buying includes the same activities with the purchasing function, except 
(1) the determining specification. It consists 2 groups: sourcing which includes (2) selecting 
Internal customer
Determinin
g spec.
Selecting 
supplier
Contracting Ordering Expediting Evaluation Supplier
Order function Tactical purchasing 
Purchasing function 
Procurement 
Buying 
Supply Sourcing 
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supplier, (3) contracting and supply which involves (4) ordering, (5) expending and evalua-
tion and (6) follow-up. (van Weele 2010, 9.)  
 
Since the limitation of the thesis, there were only 2 steps discussed which is determining 
specification and selecting supplier (red mark at figure 3). A conduction of a face-to-face 
interview with the shop’s representative occurred in order to obtain required specifications 
of the qualified chickpea. Meanwhile face-to-face or phone interviews with the suppliers’ 
representatives were done to collect quotations related to the chickpea purchase. All col-
lected data was analysed systematically and logically to figure out the best supplier for the 
coffee shop.    
2.2 Supplier selection and evaluation 
According to Athawale, Mukherjee & Chakraborty (2009, 41), supplier selection is a process 
which is never-ending in order to acquire the products or services to support final outcome 
of a business. Suppliers take responsible to provide requested goods and services with the 
right quality, in the right quantity, at the right time and right place at the reasonable price. In 
market, numerous suppliers are available, so the selection is the vital activity to get the qual-
ified supplier and affect significantly into the success of the business. (Athawale et al. 2009, 
41.) 
 
 
 
 
 
 
 
 
 
 
 
Figure 4: Supplier evaluation and selection process (Handfield et al. 2009, 237) 
 
Handfield et al. (2009, 236-237) propose that the best way in order to evaluate the existing 
available suppliers and select the most qualified is not the only one. Whatever the approaches 
2. Identify key sourcing 
requirements 
3. Determine sourcing 
strategy  
4. Identify potential sup-
ply sources 
5. Limit suppliers in  
selection pool 
1. Recognize the need 
for supplier selection 
6. Determine method of  
supplier evaluation and selection 
7. Select supplier and 
reach agreement 
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are used, the objective of the selection and evaluation process is to protect the purchasing 
out of risks and maximize the value to the buyers. Figure 4 highlights 7 specific steps con-
sisted into the evaluation and selection process. There are recognition of needs for the sup-
plier selection, key sourcing requirement identification, sourcing strategy determination, po-
tential supplier sources identification, supplier limitation, supplier evaluation and selection 
method and supplier selection decision making. The next sub-chapters give detailed investi-
gation into the 7 steps and how to apply them into the Love Veggie business. 
2.2.1 The need for supplier selection 
The first step of the supplier selection is to define a requirement of product and service eval-
uation. Purchasing departments of buyers determine certain specifications regarding to prod-
ucts, services, process or logistics which are required. (Handfield et al. 2009, 236.)    
 
According to van Weele (2010, 8), apart from purchasing function, purchasing specification 
determination of the goods and services is an action in order to define the required quality 
and quantity of the purchased product. In case of the company want to buy a new product, 
their purchasing process starts with defining the capacity and requirements of the products 
and services which will be purchased. It requires various steps which are complicated and 
time-consuming. Commonly, the company differentiate 2 terms: functional specification and 
technical specification. The functional specification indicates the must-have-functionality of 
the products and services that are required from the buyers. Thanks to the clear standards, 
all the suppliers’ proposals can be evaluated transparently. Meanwhile the technical specifi-
cation presents the characteristics and technical property of the required products. Com-
monly, the technical specification is descried in detail and used as criteria to monitor the 
suppliers’ products and activities. In another term, both technical and functional specifica-
tions are defined as purchase order specification. It combines definition of two above terms, 
which relates to all specifications required in order to choose the right suppliers. The pur-
chase order specification comprises as follow: 
- quality specification: what requirements and standards that the products have to meet 
- logistics specification: how much quantity needed from the buyers, the place and 
time of delivery should be taken into account. 
- maintenance specification: how the suppliers will maintain and service the products 
to the purchasers 
- legal and environmental requirements: whether the product production and the prod-
ucts compliance with the legislation of health, safety and environment. 
- target budget: how financial solutions for the buyers could be found from the poten-
tial suppliers. (van Weele 2010, 33.) 
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The budget holder of the buyers will take responsible for specification determination of pur-
chase order, and they will ensure that all the specifications are written down and released to 
the potential suppliers transparently. The goal of this procedure is to avoid the misunder-
standing of the suppliers in terms of functional and technical specifications of products, 
which reduce the cost and time in the production and services. (van Weele 2010, 33.) 
 
In this thesis, the quality and logistics specifications were deeply determined to give the 
exact specifications of qualified chickpea regarding of specific features, standards, the re-
quested quantity and the delivery time and place. This information was collected based on 
the interviews with a representative of the coffee shop (referred to chapter 3.4: Interview 
process and interview question).  
2.2.2 Supply selection criteria 
There are a lot of sourcing requirements that the prospective suppliers need to fulfil and it 
takes a large amount of time to analyse the variety of suppliers’ performances based on these 
requirements. In the supplier selection process, selecting criteria have key roles in order to 
define excellent suppliers for a company and maintain a good relationship between the sup-
pliers and the buyers. The supplier selection criteria are determined as similar as the sourcing 
requirements of the buyers and their operation management in term of price, quality, delivery 
and flexibility. The quantity flexibility is included in the flexibility performance. (Park & 
Chang 2010, 184-185.)  
 
On the other hand, Kar and Pani (2014, 91) summarize the supplier selection criteria in de-
tails based on the different findings and discussion of different approaches of other authors. 
Table 2 hereunder indicates a variety of specific criteria for the supplier evaluation from 
different approaches. Depending on specific business case, the criteria are determined and 
analysed differently. During the selection process, some new criteria need to be initially 
developed to fit with the particular demands of the buyers. However, not all of these are 
impractical to assess during the selection due to certain causes, such as information is prob-
ably hard to collect and complicatedly analysed or the analysis time is insufficient.   
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Table 2: Different criteria used in supplier selection literature (Kar & Pani 2014, 91) 
 
In different approaches, there are diverse perspectives in term of what the most important 
criteria are. For example, Weber et al. figure out the quality as the most important key. 
Meanwhile, Dickson highlights the performance of cost, delivery and quality is the top of 
criteria and Ghodsypour & O’Brien select the service, quality and cost which are the most 
considerable criteria to choose the qualified suppliers. Generally the cost, service, quality 
and delivery performance are primary criteria. (Athawale et al. 2009, 2.) Furthermore, Lang-
ley et al. (2008, 518) proposes that product quality is the most important key since it refers 
to the ability of the suppliers to meet the buyers’ product requirements and standards. The 
second is the delivery performance of the supplier, which means the delivery reliability in 
term of right quantity at the right time and in the right place. The third is financial factors 
stating the financial conditions of the suppliers and the price of products and services. In the 
traditional way of financial evaluation, the TCO is applied to demonstrate the effect of the 
cost on the supplier assessment. 
 
In this thesis, the quality specification and the logistics specification were taken into account 
when determining the sourcing specifications of the organic chickpea suppliers. In details, 
they were product quality, delivery, flexible volume, accessible location and TCO. The prod-
uct quality, delivery, flexible volume and TCO were the common criteria used for the sup-
plier selection; meanwhile the accessible location was created to match with the thesis study. 
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Because all of qualified suppliers informed that in case of unexpected demands, they whether 
or not ship the products to the coffee shop. It really depends on the required dates, time and 
their available delivery capabilities like vans, drivers, etc. Hence, in case of the chosen sup-
pliers can make the delivery, the coffee shop will handle by themselves with their van, the 
accessible locations of the suppliers were reasonably discussed. The following are the gen-
eral definitions of each criterion: 
- Product quality: whether or not the potential suppliers sold the exact products as the 
requirements. 
- Delivery: whether or not the suppliers could delivery door-to-door to the coffee shop 
at the right time with right quantity. 
- Flexible volume: whether or not the suppliers enabled to provide unexpected quantity 
of the qualified chickpea. 
- Accessible location: Whether or not the suppliers’ locations was accessed by a van.  
- TCO: how much expenses of the buyer during working with the suppliers, counted 
per order. 
 
Product quality criterion is belonged to the quality specification, which means whether the 
suppliers meet all the features and standards of purchased products and services (van Weele 
2010, 33). In another hand, Kahraman, Cebeci & Ulukan (2003, 382-384) define the product 
quality criterion as product performance, which is used to examine the critical functional 
characteristics of the products and its usability as well.  
 
  
Figure 5: Product specification areas (Kahraman et al. 2003, 382-384), illustrated by the 
author  
 
Depending on the type of products, detailed specifications would be considered. Some areas 
of the specifications to evaluate the conformance of the product quality are indicated in the 
figure 5. There are four main areas that the suppliers are examined: the end use, the handling, 
END USE
•quality
•functionality
•reliability
•maintainability
•durability
HANDLING
•packaging
•self-life
•storage 
requirements
COMPONENTS
•quality
•testability
•production
•compatibility
OTHERS
•environmental-
friendliness
•product 
availability
•market trends
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the components and other considerations. The end user area focuses on the product quality, 
the functionality, the reliability, the maintainability and the durability, while the handing 
defines the packaging and the storage requirements. The components include its quality, 
manufacturability, testability and compatibility. Last but not least, the environmental- 
friendliness, the product availability and market trends are the other considerations. 
(Kahraman et al. 2003, 382-384.) 
 
In this thesis, the quality of end user and the packaging quality of the handling (marked red 
in the figure 5) were under consideration of the product quality criterion. The quality means 
the required nutrition of the organic chickpea, the size and the colour of the beans, and it 
must be the dried one. Meanwhile, the packaging requirement is the durable plastic pack 
which could keep the beans out of the water exposure and easily transport. 
 
The representative- Thuy Tien Tran (Vietnamese name: Trần Thủy Tiên) is co-founder of 
the coffee shop Love Veggie. With the 4-year experience as a waitress and kitchen supporter, 
she is specialist in the restaurant business. In this coffee shop, she takes responsibility in 
managing the logistics and inventory part. Additionally, she takes care of the food processing 
and customer serving. According to Tran (20 January 2018), there was one exact product 
that was preferred to used, based-on her pre-testing (referred to chapter 4.1.2 Dried chickpea 
selection and accurate product). The author narrowed the qualified the potential suppliers by 
interviews with representatives of such suppliers, the shop visit and the internet search. The 
collected data is analysed in the chapter 5: Discussion.  
 
Delivery criterion was used as another criterion of the supplier selection in this study. The 
logistic specifications focus on how much quantity needed from the buyers, the place and 
time the delivery is conducted. (van Weele, 33.) Also, according to Babu & Sharma (2005, 
106-107), the delivery criterion consists two factors: delivery time and quantity. The delivery 
time means the products and services are served on-time, at the right place as requested from 
the buyers and the quantity factor means the right quantified orders are delivered based on 
requisition of the buyers. It is advised that necessary documents related to the shipment 
should be presented at the delivery time since such are the proofs of right quality and quantity 
of purchased products. (Babu & Sharma 2005, 106-107.)  
 
The delivery criterion was applied in this thesis to analyse whether or not the suppliers enable 
to deliver the 500kg of the qualified organic chickpea door-to-door every 10 days. The author 
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got relevant information by asking the suppliers some vital questions and recording the val-
uable data to the analysis (referred to chapter 3.4 Interview process and interview question).  
 
Concerning to the flexible volume criterion, according to Seebacher and Winkler (2015, 178-
179), it is figured out that the flexibility performance of supply chain is measured via vol-
ume, delivery, mix and new product flexibility. Apart of the supply chain flexibility, the 
flexible volume criteria are to evaluate the capability of the suppliers to supply adequate 
volume at uncertain points of products’ quantity requirement. In another hand, Sokri (2014, 
81-82) presents that the quantity demand is depended by two attributes: required delivery 
day (RDD) and material priority code (MPC). The RDD specifics the demanding season of 
the products and the MPC indicates the priority degree such as the required products are 
critical, essential, routine or replenishment. These attributes aims to define how to treat the 
product demands in the supply chain. If the priority of demand is high but the RDD value is 
low, the products could be delivered by air. Otherwise, the low priority and longer value of 
the RDD would be shipped by seaway. Generally, efficient volume flexibility is defined as 
the suppliers are willing to enable to fulfil and accommodate large variations of volume 
demands. (Sokri 2014, 81-82.) 
 
In the thesis, the flexible volume criterion was used to determine whether the qualified sup-
pliers can response precisely and immediately the unexpected demands of chickpea in some 
urgent cases of busy seasons. The information of the flexibility was asked to the suppliers 
directly and analysed in the chapter 3.4: Interview process and interview question. 
 
In term of the accessible location, based on the collected information from the interviews 
with the qualified suppliers, if unexpected volume of chickpea quantity is needed urgently 
and the suppliers cannot delivery door-to-door to the buyer, there is no better option than 
self-pick up of the coffee shop. According to Chopra & Meindl (2007, 395), direct shipment 
is the most cost-efficiency compared to the product delivery via central distribution centres 
or middle man. Also, it is an advantage if the customers’ location is close to the suppliers’, 
because transport is used easily and the delivery costs are reduced (van Weele 2010, 268).   
 
From perspective of customers, when coming directly to retailers for purchasing, the com-
mon things they mainly consider beside products’ prices are the accessibility of the shops’ 
locations. Some questions would be taken into account for the shop selection as follow: 
- Are the shops located in main streets or alleys? 
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- Whether or not public transportation is served surrounding of the shop? 
- Is there enough-spaced parking lot round? 
- Is it easy for delivery trucks to get in and out the nearest parking lot? 
(Waters 2017.) 
 
Depending on transportation means, the degree of priority of these questions is various. For 
example, the parking lot space and infrastructure is more important than the publish trans-
portation for the buyers who tend to travel by their own cars or vans. Otherwise, who travels 
by metro, bus, or train cares more about the nearest public transport station. (Waters 2017.) 
 
In this thesis, the accessible location was one of the supplier selection criteria. Thanks to a 
small van, the coffee shop can visit the suppliers’ shop to pick the chickpea urgently. That 
was the reason why the Love Veggie considered on the parking lot and the entry path of the 
suppliers’ shops. A research to get information of the accessibility of these shops was con-
ducted by the shop visit and this criterion is analysed deeply in the chapter 4.2.2: Locations 
of each suppliers. 
 
Last but not least, the total cost of ownership (TCO) seems to be an important factor to 
impact on supplier selection decision. According to Wisner, Tan & Leong (2012, 58-59), the 
cost of product unit is crucial in supplier selection, however it is not the only one. The own-
ership cost consists of unit price of product, cost of payment terms, discount, ordering, car-
rying, logistics, maintenance cost and other qualitative costs. The total cost mainly demon-
strates the impact of the other costs affecting on the supplier selection. Furthermore, the cost 
analysis could be used in order to negotiable with the suppliers to figure out how they im-
prove their products and added services. 
 
Since TCO includes different types of cost related to purchase the required products or ser-
vices, the buyers can apply the total cost analysis to measure the TCO based on each proposal 
of the suppliers and then give the suppliers the improve area that they need to me take care 
of. Kuantan ATV, Inc. is as an example how to do the total cost analysis which effects in 
choosing their best suppliers for engines in the further years. (Wisner et al. 2012, 59.) They 
are looking for the potential suppliers with the following information: 
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Table 3: Information of the engine order (Wisner et al. 2012, 59) 
 
 
Based-on the order information, the company has received 2 quotations from 2 different 
suppliers. Each supplier offers each unit price relied on the numbers of unit per order. Addi-
tionally, extra costs are indicated and the rating for supplier quality and delivery are figured 
out in the table 4. 
 
Table 4: Quotations from 2 qualified suppliers (Wisner et al. 2012, 59) 
 
After collecting necessary information from the suppliers, the company analyses the total 
cost which would be spent if purchase the engines from these sellers. The company calcu-
lates each cost category in table 5. Among these, the total engine cost is measured by the 
multiplication of total ordered units and price per unit of engine. Also, the transportation 
cost equals the delivery distance (supplier 1: 125 miles and supplier 2: 100 miles) has mul-
tiplicity by the annual ordered units (12 000 units), the engine weight (22lb) and the relevant 
freight rate from the buyer’ carrier ($1.2), and then has divided by the 2000 Ibs per mile.      
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Table 5: Total cost analysis (Wisner et al. 2012, 60) 
 
 
The analysis indicates that even though unit price of the supplier 1 (1) and the costs of tooling 
(3) are lightly higher than the supplier 2’s, the total cost of the supplier 1 is lower than the 
another, which means the supplier 1 has more cost-efficiency. The other categories set the 
supplier 1 performance apart the supplier 2’s. If using the TCO as a sole criterion for the 
supplier selection, the huge amount of cost-saving $138 926.67 ($6 265 060.00-
$6 126 133.33) would be gained. 
 
In this thesis, the cost analysis included 2 costs: unit price and transportation cost. The unit 
price was the offering price per kilogram of the chickpea for 500kg order and the transpor-
tation was the door-to-door delivery cost. Meanwhile the total unit costs needed to be calcu-
lated at table 8 (chapter 4.2.3), the transportation costs were offered by per order, hence no 
calculation needed.  The detail of the TCO in this research was deeply analysed in the chapter 
4.2.3: TCO, calculation and evaluation.  
 
The other costs such as the payment, ordering, qualitative costs were not taken into account 
in this analysis. These costs were counted as the same to every supplier since the shop was 
allowed to be free to order and pay for the supplier. There was no fee of the payment, instead 
of calling fee for ordering. However, that fee is counted as too small to be considered (Tran 
20 Jan 2018). As answered by suppliers’ representatives, doing a first business with a start-
up like the Love Veggie, there was no discount applied for some first orders (referred to 
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Appendix 1: Supplier list selling qualified chickpea). Concerning to maintenance fee, spe-
cially warehousing fee, since the dried chickpea does not require any special preservation, 
but the room temperature. The shop keeps a fixed space at the corner to store the chickpea 
packages. No matter how much the chickpea was purchased and where was it from, this 
room was always ready for the chickpea only. That was why the warehousing fee was not 
be counted in the total cost of ownership either.  
 
Among these 5 criteria, the TCO was the most important factor affecting on final making 
decision on the chickpea supplier selection. Thanks to the pre-research (referred to chapter 
1.4.2), there were only five best suppliers which were in-depth analysis and evaluation and 
all of them completely met the requirements of four criteria: product quality, delivery, flex-
ible volume and accessible location. Only the TCO criterion could make the difference of 
the supplier rating, leading to the best of the best suppliers of the chickpea beans.  
2.2.3 Sourcing strategies 
According to Kumar, Basu & Avittathur (2018, 533), recent supply chain network is com-
plex with the exiting of many risks that can disrupt the supply chain. It can be defined as 
natural disaster, political thread or demand shock. Also, the reliability and the resilience of 
suppliers are important factors leading to the disruption. As results, the disruption enables to 
reduce return of assets and sales, limit competitive advantage, lower bottom line and so forth. 
Currently, sourcing has turned into a vital strategic decision to reduce the risks of supply 
disruption. Purchasers often buy materials, goods or services from one or two suppliers, in-
ternal or global ones, short or long-term relationship, etc. (Kumar et al. 2018, 533.) 
 
When discussing about the sourcing strategies for the coffee shop, there were different types 
of sourcing need to be decided. Perhaps the most considerations in this thesis are the argu-
ments as follows: 
- sourcing from the first-tier supplier or distributor 
- sourcing from the single or multiple suppliers 
- sourcing from the domestic or international suppliers   
 
First of all, this is the consideration between the sourcing from first-tier supplier or distrib-
utor. Handfield et al. (2009, 243) discuss first-tier supplier and distributor, which one is bet-
ter for the supplier selection. The final decision usually depends on four key criteria: ordering 
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quantity, direct sales policy of the manufacturer, available storing space of the buyers’ and 
the service required from the buyers. 
 
Assuming that other things is equal between the OEMs (Original Equipment Manufacturers) 
and the distributors, the competitive price obviously from the OEMs, since they are the first-
tier suppliers who make products/ services and deliver to the distributors. To profit from the 
resell and over the transaction cost, the distributors must raise the price. Even though the 
offered price is higher than the OEMs’, the appearance and great development of the distrib-
utors’ network is recently considerable since their services offered to the purchasers is much 
better in some perspectives. (Handfield et al. 2009, 243.) 
 
Concerning to large order transaction for direct sales, the distributors can handle better than 
the manufactures because they own the group of specialists who have wide-range network 
of delivery and local and international market knowledge. Additionally, the distributors can 
build strategy business relationship with their customers by the way of more service offers 
related to delivery and inventory management. In some cases, the distributors are allowed to 
access into purchasing demand of their buyers. (Handfield et al. 2009, 243.)      
 
Secondly, the single sourcing and multiple sourcing is another consideration in the thesis. 
Single and multiple sourcing presents a number of suppliers that a company want to partner 
with. If the company aims to purchase their certain products from only one supplier, it is 
called as single sourcing. In contrast, more than one suppliers supply the products to the 
company, which means multiple. (van Weele 2010, 214.)  
 
 According to Heese (2015, 125-126), firms intent to use the single supplier since they want 
to consolidate their supply areas, which benefits them in cases of large portion orders. How-
ever, still some companies follow the multiple sourcing. For example, touchscreen displays 
of iPhone are sourced from variety of suppliers in order to maintain cost advantage. The 
single sourcing benefits the buyers by cost reduction thanks to economies of scale and learn-
ing effect, low inventories and high product quality thanks to JIT (just-in-time) and contin-
uous development, more intensive business relationship and lower administration cost. 
Meanwhile, the sourcing with multiple suppliers help firms to minimize certain risks such 
as shortages, natural disasters, or technological uncertainty. Dual sourcing keeps the firm 
not to highly dependent into one potential supplier. Furthermore, working with different 
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suppliers enhances supplier competition, leading to the suppliers’ qualified performance and 
improved contract terms and conditions.  
 
 
 
 
 
 
 
 
 
 
 
 
 
Figure 6: Single sourcing and multiple sourcing (van Weele 2010, 214), illustrated by the 
author 
 
Van Weele (2010, 214) also highlights that once the products are purchased from single 
supplier, it is high risk since the company depends much on such supplier. In case of change 
to other suppliers, high cost and time consuming is taken into consideration. However, work-
ing with one supplier assists the company to strengthen the supplier relationship and lessen 
the transaction cost. Meanwhile, multiple sourcing allows the company to lower its depend-
ence on the suppliers since the same product can be purchased from several sources. On the 
other hand, the transaction cost is obviously higher than the single one.  
 
Last but not least, this is the domestic sourcing and international sourcing. Same as the single 
and multiple sourcing, the local and global sourcing is also one of key considerations when 
a company makes decision of the sourcing strategy, and this category is belonging to this 
thesis's concerns too.  
 
The local or global sourcing is dependent on the product type and structure of supply market. 
Van Weele (2010, 214) indicates that if the product is preferred to be high-tech and its spec-
ifications often change, the local sourcing is highly recommended. Furthermore, the high 
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delivery flexibility and personal communication which are intensive and requested to en-
hance supplier relationship, the local sourcing is the better option. Handfield et al. (2009, 
243) also point out that the local suppliers are better choice when there are a small delivery 
and flexible purchased needs from the buyers. The locals ensure JIT delivery and can en-
hance the community goodwill thanks to raise the local economy. Concerning to the global 
sourcing, the purchased amount of product is concerned as mass merchandize or products 
which are standardized. Since the price of the purchased products is the same, but different 
suppliers who come from certain areas in the world, large bought quantity can get economic 
benefits. (van Weele 2010, 214.) Nevertheless, the buyers face with the problem of addi-
tional inventory, long-distance communication and high logistic costs (Robert, Robert, Larry 
& James 2009, 244). 
 
On the other hand, Read (2008, in Ratcliff, Pettigrew & Read 2008, 21) proposes that the 
company should understand clearly their business requirements and products and services 
that they need to purchase, since these clarification help the firm to assess local and global 
suppliers which one is better for them. Most buyers often chase a cheaper price without a 
care for other requirement, lead-time, products and services quality for example, which neg-
atively influence on the company’s bottom line. On costs, import duties, additional transport 
and high risk of exchange rate affect the bottom line in the event of global sourcing. Local 
representative could manage these risks and also take care of environmental issue and ethical 
standards. Meanwhile, Ratcliff (2008, in Ratcliff el at. 2008, 21) recommend the global 
sourcing to gain benefits from international supply base, lower product price, saving oppor-
tunity and technical innovation.  
 
These strategies were in practice in the case of the coffee shop. Thanks to face-to-face inter-
view with Tran (20 January 2018), the data was collected and analysed (referred to chapter 
4.1: Interview the coffee shop’s representative). Relying on the information, the potential 
supplier search was limited that saved time and efforts of the author to conduct the supplier 
study and in-depth analysis.  
2.2.4 Supplier sources and limitation 
According to Handfield et al. (2009, 238-241), they differ widely sources of supplier infor-
mation that could assist the buyer to identify the potential suppliers in market. Current sup-
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pliers, sales representatives, information databases, experience, trade journals, trade direc-
tories, trade shows, second-party or indirect information, internal sources and internet 
searches are the example sources that can be used. Depending on the needs and the specific 
requirements for the suppliers, the buyers could use the unique way for their research. 
 
In this thesis, the author applied only two searching sources to collect information related to 
the organic chickpea suppliers in Finnish market, which are second-party information and 
the Internet searches. Because coffee shop is a start-up, the founders have no existing sup-
plier relationships with any chickpea sellers in the market, and the budget is limit as well, 
the best ways for the search were asking existing friends and using the available Internet 
search engines. 
 
Sources from second party require the buyer has a wide range network with other purchasers 
who have experiences in the same business. Thanks to communicating with other buyers or 
even other suppliers, the researcher will gather valuable information. Additionally, some 
buyers recognize the best among their suppliers, which is formed as newspapers or maga-
zines that highlights the suppliers’ performance and the reasons behind the recognitions. 
(Handfield et al. 2009, 240-241.) As the founders of the coffee shop have a good relationship 
with other restaurants’ managers, who have long experience and friend in this chickpea sup-
ply market that is why this source was one of the best choice for the suppliers’ information 
search. Meanwhile, the Internet researches are defined as an efficient tool for the buyer to 
locate the supplier sources since the suppliers also use the Internet for the direct marketing. 
This tool is cost- and time- saving for researchers since they can find the potential suppliers 
wherever they are with the Wi-Fi connection. (Handfield et al. 2009, 241.) The author mostly 
found the information of the organic chickpea suppliers by this source thanks to its cost 
efficiency and many available suppliers presents their products in their websites.  
 
After maintaining a huge amount of information related to the potential suppliers’ perfor-
mances from different research sources, limited resources assist the following in-depth anal-
ysis to be simplified and precise. Certain criteria probably narrow the potential supplier list. 
There are three phases of supplier limitation tools such as analysis of financial risk, supplier 
performance evaluation and supplier-provided information evaluation. (Handfield et al. 
2009, 244-245.) 
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Financial risk of the suppliers is always a curiosity with the buyers when they consider part-
nering with the suppliers. Poor condition of the financial indicates the serious hidden prob-
lems in the near future. The buyers would try to feel the financial health of the suppliers 
overall during the phase of the financial evaluation. Meanwhile the supplier performance 
evaluation is another aspect, which requires the buyers have previous business with the pro-
spective suppliers and record their performance. Based on the recorded information, the pur-
chasers’ managers have responsible to analyse the suppliers under the defined sourcing re-
quirements. They could consider these suppliers whether they are the right one for another 
products and services. (Handfield et al. 2009, 244-245.) Last but not least, the supplier-pro-
vided information evaluation means the buyers will analyse the suppliers based on the de-
tailed proposals of the suppliers, which includes required purchasing information, such as 
qualified performance, cost structure, deliver process, etc. The buyers may use such infor-
mation to screen and shorten the list of qualified suppliers. (Handfield et al. 2009, 245.) 
 
In this thesis, the financial risk term of the chickpea suppliers was not deeply taken into 
account since all the suppliers have the long experience in this Finnish organic chickpea 
market. Also, they work with certain restaurants related to the Mediterranean cuisine and get 
the high rating score in their products and services in their own websites. Concerning to the 
supplier performance evaluation, the founders of the coffee shop have not partnered with 
these suppliers, so there is no personal experience to evaluate their performance. Luckily the 
shop has good relationships with other restaurants’ mangers who recommended the qualified 
chickpea suppliers, which partly helped the shop limit the supplier evaluation. The most 
important and in-deep analysed phase in the thesis investigation was the evaluation relied on 
the supplier-provided information. The author informed to qualified suppliers about the 
product requirements and further asked for quotations and delivery terms by shop visit, face-
to-face interviews or phone interviews. Such received information was collected and ana-
lysed, which is presented in the chapter 4.2: Interview the suppliers. 
2.2.5 Supplier evaluation and selection 
With different company, varied supplier assessment methods are used in order to assess the 
suppliers’ performances. However, these are generally tools and methods could be used for 
the assessment are spread sheets, qualitative assessments, vendor rating, supplier audits and 
cost modelling. (van Weele 2010, 355-356.) 
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Figure 7: Supplier assessment methods (van Weele 2010, 355-356), illustrated by the author 
 
Supplier audit is a way that buyers’ specialists visit periodically to investigate the suppliers’ 
production process and quality assurance. Any faults and flaws would be informed, dis-
cussed and negotiated with the suppliers. All checking and measures is followed KPIs and 
targets which are agreed by both suppliers and buyers. After the visit, the buyers could con-
sider to what extent they partner with the suppliers in short-term and long-term relationship. 
Cost modelling is a complex and detailed approach with both buyers and suppliers. The 
buyers estimate unit cost of the products of the suppliers by specific calculation, which is 
based on the supplier’s production technology. The calculation is for direct and indirect 
costs, leading some interesting points that the buyers and suppliers could discuss together 
more. A negotiation would be taken place to agree a reasonable price which benefits equally 
for both parties. (van Weele 2010, 355-356.) 
 
The other three were crucial methods for the supplier assessment in this thesis: spread-sheet, 
qualitative assessment and vendor rating. Spread-sheet is an efficient tool to compare sys-
tematically different quotations offered by the potential suppliers. The best way to use 
spread-sheet is to list assessment criteria in one axis and the suppliers’ quotations are listed 
on the other. Such illuminating matrix structure is easy to apply but gives the buyers view 
and compare all quotations logically. Quality assessment is to rate suppliers’ performance in 
term of quality control, manufacturing, purchasing process, production planning, etc. This 
method is in use once with suppliers who the buyers have close relationship with. Vendor 
rating is used limitedly for only quantitative data. It measures each supplier in term of price, 
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quality and delivery. The price is compared with other suppliers’ and history price of itself. 
Quality rating is to check and measure how percentage fault materials are in the production 
line and at the end as well. Delivery is measured by how well the suppliers deliver their 
products to the buyers, how many late deliveries happened. (van Weele 2010, 355-356.) 
 
According to Asadabadi (2017, 1060), assessment criteria go through a comparison process, 
in which the potential suppliers will be compared in term of the different criteria. The pro-
posed process is logical and visual to follow, leading reasonable options as the best suppliers. 
In this thesis, the qualified chickpea suppliers were in a benchmarking table, which was the 
form of spread-sheet of the five criteria matrix: product quality, delivery, TCO, flexible vol-
ume and accessible location.  
 
Concerning to the qualitative assessment, the suppliers’ performances in this thesis were 
investigated in term of offered qualified products, right quantity, on time delivery and as-
sessment locations. If each assessment criteria that the suppliers met, they were ticked as 
being selected in the relevant cells of the matrix table. Meanwhile, the vendor rating method 
was applied in the analysis in order to focus on the TCO benchmarking (referred to chapter 
4.2.3: TCO, calculation and evaluation). After the calculation of TCO for each quotation, 
each supplier offered distinguishing TCO which were indicated in quantitative data, this 
method was a suitable choice. Each supplier was rated from 1 to 5, in which 5 was the most 
competitive price and the best of cost saving in term of the delivery. Every supplier was 
finally judged by the five mentioned criteria and at the end, the final ranking was graded to 
each supplier, which was based on the ranking of the TCO due to the else of criteria were 
assessed as the same for all suppliers. The higher grade was, the better supplier preferred to 
be chosen (referred to chapter 4.2.4: Integrated assessment). 
 
 
 
 
 
 
 
 
Figure 8: Supplier assessment methods for each criteria, illustrated by the author 
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The figure 8 highlights how the assessment methods were applied in one-by-one criteria 
visually. The spreadsheet was used for every criterion as the matrix tables were created, the 
quality assessment was used for the criteria of product quality, delivery, flexibility of volume 
and accessible location to evaluate how much qualified the potential suppliers were. Vendor 
rating was applied only for the TCO criterion. 
2.2.6 Theory summary 
From the beginning of the theory chapter, purchasing process model is presents to define the 
scope of this thesis work. There were certain steps for a purchaser obtains required materials, 
products or services, however only two steps of the process were investigated to find the 
best chickpea supplier for the coffee shop: specification determination and selection sup-
plier. These two steps were widely expanded into a systematic process of the supplier eval-
uation and selection process with six crucial activities, such as need recognizing, supplier 
selection criteria determination, sourcing strategies, supplier sources, supplier limitation and 
assessment and evaluation.  
 
To starting the supplier evaluation and selection process, the quality and logistics specifica-
tion were the main focus of this thesis to define the qualified chickpea. Later on, five criteria 
to the supplier selection were presented to narrow the long potential supplier list. The crite-
ria, which were applied in this thesis are product quality, delivery, flexible volume, accessi-
ble location and TCO. Additionally, to match with the products specifications and the com-
pany financial conditions, the discussions of first-tier or distributor, single or multiple sourc-
ing and domestic or international suppliers were shown. Every strategy had its own pros and 
cons, which was depending on each business. To conduct the research of the available sup-
pliers, the Internet and second-party information were utilized as the best time-saving and 
cost-efficient tools. The information provided by the suppliers was the value data to limit 
and evaluate how degree of their performance quality. At the end, certain methods of spread-
sheet, quality assessment and vendor rating were applied in final assessment to figure out 
which supplier is the most qualified of the organic chickpea bean for the Love Vegie. Figure 
9 summaries the applied theories visually. 
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Figure 9: Theories summary, illustrated by the author  
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3 Research methods and data collection 
To obtain necessary information in order to make wise decision at the end, some research 
methods were used with its specific purposes. This chapter discusses what the methods were, 
why and how they were applied in this thesis. The methods applied were qualitative research, 
including face-to-face interview, phone interview and shop visit. Since the data of this thesis 
was qualitative data, qualitative research was the best method for data collection and analysis 
(Saunders, Lewis & Thornhill 2012, 161). Targets and objectives answering why these meth-
ods were used is be presented first (chapter 3.1), and the detailed investigation in the utilizing 
of each method is be shown right after (chapter 3.2 and chapter 3.3). Interview process and 
interview questions are described in the last chapter 3.4.  
3.1 Targets and objectives 
Data seems to be a raw material for problem solving and decision making (Geoff 2014, 
page). The thesis research is not exceptional. The data of this thesis related to the potential 
suppliers’ quality in terms of products, delivery, locations and proposals was collected and 
analysed to figure out the best suppliers to the coffee shop.  
 
The research objective in this thesis is firstly identify theories effecting on final decision 
making in supplier selection, combining with specific way to apply such theories in real. 
Love Veggie and potential suppliers’ representatives were interviewed deeply for infor-
mation and data collection. After selecting and screening valuable data, qualitative analysis 
was applied to analyse the data in different ways to define answers for every investigative 
questions. In the end, the best supplier was pointed out based on the initial analysis. By other 
words, target of this chapter is to explain what kind of data used, why and how to collect 
them in details and data analysis method is mentioned for deeply analysing such data in order 
to find out the best organic chickpea supplier as requested.    
3.2 Qualitative research 
This chapter discussed why the qualitative research is used and how to apply in this research. 
However, the first importance is to understand the definition of qualitative data of this thesis 
and the finding tools to collect the data. It could help the readers understand clearly what the 
research is doing. (Patton, 2002, 4.) 
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There are commonly two data types: qualitative and quantitative data. Qualitative data is 
defined as non- numeric information which cannot be measured. Meanwhile, the quantitative 
is about quantity and numeric data. (Shmoop. 2018.) Also, Australia Bureau of Statistics 
(2018) proposes that qualitative data represents nominal scales, for example gender, social 
economic status which cannot be expressed numerically. The quantitative data is the one can 
be qualified and shown as a figure, such as score, working hours, human weight, etc. This 
kind of data is presented by ratio, ordinal or interval scales.  
 
In this research, the analysed data was qualitative. Most of collected information was ex-
pressed as non-numeric data, such as organic chickpea criteria, the capability in terms of 
delivery, flexibility and suppliers’ location. There were some numerical data, for example 
delivery date and time, product quantitative, unit price and transportation fee. However, 
these were not presented by ordinal, interval or ratio scales, such data were treated as quali-
tative.  
 
Concerning to data finding and collection, there are variety of ways to obtain the necessary 
data such as interview, observation and written documents. The data is gathered by the in-
terview, which means such data from the interviewee’s quotations referred to their feelings, 
opinions, experiences and knowledge. Observed data is obtained by description of behav-
iours, actions, interaction and processes and the document tool includes quotations, diaries, 
written responses for questionnaires and program records. Additionally, the qualitative data 
is commonly from fieldwork. Researchers conduct study programs which consist of activi-
ties observed, human interviewed and document investigated. (Patton 2002, 4.) 
 
Interview and observation were applied in the thesis’ research. The author conducted inter-
views with the Love Veggie’s representative to find figure out the answer to the investigation 
question 1 and 2 which are related to supplier selection criteria and sourcing strategies sup-
posed to be used to find the best supplier. Concerning to the third investigative question, to 
get the data to evaluate the potential suppliers, interviews with the coffee shop and potential 
suppliers’ representative was taken place. Thanks to the pre-research (referred to chapter 
1.4.2), only five potential suppliers were in-depth research and analysis. The interviews were 
conducted via phone calls or face-to-face. After all the data was collected, qualitative anal-
ysis was implemented and comparative analysis was completed to do benchmarking between 
the coffee shop’s demands and suppliers’ offers, also between these offers itself based on 
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specific criteria to point out who is the best organic chickpea supplier. The figure 10 presents 
the research methods in detail.    
 
 
Figure 10: Research methods, illustrated by the author 
3.3 Interview  
Belonging to exploratory research method, interview is an efficient approach to explore and 
investigate the researched issues flexibly (Polonsky & Waller 2004, 84). Saunders et al. 
(2012, 372) point out that the research interview is a conversation between more than a per-
son with a specific purpose and it requires a rapport established between the interviewer and 
interviewee that enables to make the interviewee freely respond and attentively listen. The 
pivot benefit of the use of the interview is to collect the data which is reliable, valid and 
relevant to the research objectives and research question.  
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There are different kinds of interview applied for each particular situation and research. 
Saunders et al. (2012, 374) figure out 2 types of the interviews: standardised interview and 
non-standardised interview. The standardised interview is defined as structured interview 
which uses identical and structural questions. The interviewers administrate the interview 
and can give more guide or explanation in detail about the questions according to the inter-
viewers’ aims. This type of interview is commonly used for gathering quantitative data 
which is one of data types of the thesis’ research. In this topic, the standardised interview 
mostly focused to learn quantity per order of the chickpea, date and time required for the 
delivery, price per kilogram of the beans, etc. 
 
Meanwhile in-depth interviews and semi-structured interview which are both known as the 
non-standardised. Although the semi-structured interview does not require fixed lists of 
questions arranged at right orders like the structured one, key themes and questions should 
be written down in order to remind the interviewer not to forget any important points. The 
questions need to be asked the interviewee can be adaptable depending on each interview 
with specific organization. Additionally, the question orders may also be switched to follow 
the conversational flow. Some added questions also need to be concerned in order to explore 
deeply into the organization's information which is essential for the research objectives and 
research questions. On the other hand, in-depth interviews (non-structured) are informal with 
no list of questions to go through even the interviewer still has his/her own what they want 
to point out. (Saunders et al. 2012, 374.) Furthermore, according to King (2004, 11-22), the 
non-standardized interview is often applied to the qualitative research. This type of interview 
in this research mainly focused on the capacity of potential suppliers to provide right order, 
at the right time, in the right place and how they can handle in case of uncertain orders. 
Additionally, the sourcing strategies and criteria for the supplier selection process were also 
defined by this interview.  
3.4 Interview process and interview question  
According to Handfield et al. (2009, 46), after determining the quality of the products, the 
buyers will communicate such needs to the qualified sellers by certain ways to ask for a 
quotation. Commonly, the product requirements are transmitted by phone, word-of-mouth 
or by computer methods. Regardless of the communication means, the information should 
be contained: 
- Requested product descriptions, nutrition content, type, package 
- Quantity, place, delivery date and time 
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According to the approaches of the standardised interview and the non-standardized, the 
author applied them with different interviewees, depending on the qualitative or quantitative 
data need to be collected. In details, for the data collected from the representative of the 
coffee shop which were the quality and quantity of the chickpea, what the purchasing process 
and sourcing types that the shop worked on, and which the supplier selection criteria were 
used for choosing the best suppliers, the non-standardised interview was concerned since the 
author aimed to have a talk with the coffee shop’s representative in order to learn her opin-
ions and experiences. Also, the representative is a coordinator of the author in this project, 
an informative discussion was conducted during the interview for more detailed information. 
Following is a list of key questions for the shop's representative: 
- list of potential organic chickpea suppliers under consideration 
- quantity of chickpea purchased and re-order period 
- quality of organic chickpea required from the shop’s perspective 
- name of specific products and why to choose 
- storage place to keep the chickpeas 
- type of supplier relationship the shop aimed to build up 
- type of sourcing strategy they were considering and why 
- criteria that the supplier needed for the supplier selection 
 
The interview was recorded as a document for the thesis. It was important to choose a quiet 
place to conduct the interview, since around noise could affect negatively to the audio re-
cording. The noise and other disruptive things also could disturb the interviewer and inter-
viewee, which made the quality reduction of the whole interview. (Saunders et al. 2016, 
404.) Later, based-on the recorded interview, the author collected data which is used for the 
thesis result. 
 
In terms of the interview for the potential suppliers, standardised interview was used, partic-
ularly the interview was done through face-to-face. Since the potential suppliers were only 
five who were selling the accurate type of organic chickpea, the researcher came directly to 
the suppliers’ stores for checking and asking. It would be the best way for time and cost-
saving because all the shops are located around Helsinki and easy to access (referred to 
chapter 4.2.2: Location of each supplier). The list of questions for the suppliers is as follows: 
- Do you have the organic chickpea of Arrowhead Mills? (the picture of the brand in figure 
12, chapter 4.1.2: Dried chickpea selection and accurate product was shown) 
- Will you deliver directly to the coffee shop? 
- What is the price per kilogram?   
- Any discount for 500kg order? 
- How much for delivery cost per order? 
- What is your policy of delivery?  
- Can you provide around 10-20kg of that chickpea as un-forecasting orders? 
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The face-to-face asking took around one hour for each supplier and conducted in different 
dates since the author was busy with her part-time job. Every supplier was asked the same 
questions generally and the shops’ representatives were willing to give the author detailed 
information. However, only one shop required phone call for further discussion because at 
the moment the author visited the shop, the representative was not present and the seller 
asked for making a call to get the answers for these questions. Regardless of interview types, 
the same questions were enquired. The date and interview methods was recorded specifically 
at the Appendix 1: Supplier list selling qualified chickpea. Right after receiving the neces-
sary responses from the potential suppliers, the vital data was gathered and documented 
which was needed for the analysis as the next step.  
4 Interview result 
This part aims to deal with the information the author got from the face-to-face interview 
with the coffee shop’s representative (referred to chapter 4.1) and the face-to-face or phone 
interview with the qualified suppliers (referred chapter 4.2). The interviewed information 
was collected, transcribed and documented, which is attached at the end of the thesis (re-
ferred to appendix 1).   
4.1 Interview the coffee shop’s representative 
To obtain the convinced information which is vital for the thesis, the face-to-face interview 
with the coffee shop’s representative was conducted. The interview mainly focused on the 
subjects of what kind of organic chickpea requested to buy, the reason of this choice (referred 
to 4.1.1 and 4.1.2), and relevant factors of choosing sourcing strategies (referred to chapter 
4.1.3, 4.1.4, 4.1.5).  
4.1.1 Organic chickpea  
Before discussing Organic frame, the author intend to let readers learn about the framework 
of chickpea, which is the key object of this thesis. 
  
Chickpea, also named as garbanzo beans, is originally from Mediterranean and The Middle 
East. Besides its common type is round with beige colour, other chickpea varieties are black, 
red and green. Thanks to high protein and contain certain key vitamins, chickpea brings 
potential benefits for health, such as improving fibber and blood sugar, leading to lower the 
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diabetes risk, or enhancing essential vitamin C, B-6 which much support health of a good 
heart. (Ware 2017.) 
 
Chickpea crops require various weather and temperate conditions. The plants prefer rainfall 
with tolerant frosting limitation during its productive stage. The best appropriate temperature 
is 15o C to 35 o C for the flowering stage. If the plants suffer the lower temperature of 15o C, 
there is a severe flower drop happening and in case of being higher than 35 o C, the flowers 
are possibly aborted that causes the low production in term of quantity and quality as well. 
(Agriculture Victoria 2017.)    
 
Being made of chickpea, after hummus, falafel is defined as the second largest consumed 
dish, created by Israeli and recently eaten in Arab and Mediterranean countries with different 
adapted versions. Falafel is recognized as being good for health thanks to containing high 
water (35%), carbohydrates (30%), protein (15%) and others like fat, key vitamins and min-
erals (20%). (Galili 2007a.) 
 
 
Figure 11. Falafel nutrition in 100gm (Galili 2007), illustrated by the author 
 
Chickpea is a main recipe of the start-up business. Also, this business only focuses on the 
organic one which is much better for a healthy life and being a trend now and in future in 
food industry, that is why finding the best suppliers of organic chickpea is one of successful 
keys for such start-up business. 
 
Water, 35%
Carbohydrates, 
30%
Protein, 
15%
Fat, 
vitamins, 
minerals, 
etc, 20%
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Organic chickpea: Following to a definition of Organic from the Department for Agricu 
ture and Rural Affairs (DEFRA): 
Organic food is the product of a farming system which avoids the use of man-
made fertilizers; pesticides; growth regulators and livestock feed additives. Ir-
radiation and the use of genetically modified organisms (GMOs) or products 
produced from or by GMOs are generally prohibited by organic legislation.  
 
Organic agriculture is a systems approach to production that is working to-
wards environmentally, socially and economically sustainable production. In-
stead, the agricultural systems rely on crop rotation, animal and plant manures, 
some hand weeding and biological pest control. 
(Lewin 2017.) 
 
Based on the definition above, Organic general means: (1) no used synthetic fertilizers and 
pesticide, and (2) growth as natural life cycle. Organic chickpea means chickpea would be 
fed naturally and organically.  
4.1.2 Dried chickpea selection and accurate product 
Concerning to the coffee shop’s business, this is a start-up with small size (20 in-house 
chairs), and there is no rooms or large space for inventory, except small-size freezer which 
is used for another stock, not for the sole organic chickpea, according to Tran (20 Jan 2018). 
 
Based on the organic chickpea the pre-market research (referred to chapter 1.4.2), delivering 
fresh organic chickpea requires special system preservation and high delivery cost. Instead 
of using the fresh chickpea, there are two alternatives, which are dried chickpeas and canned 
chickpeas. However, the canned chickpea is not as tasty as the dried and it makes hummus 
incompletely nutritional compared to the dried one, even 50% of the nutrition lost. (Galili 
2007b.) That is the reasons why the shop preferred to buy the dried organic chickpea.   
 
After home test and recommendation from Love Veggie’s friends, the product of an Arrow-
whead Mills Organic Chickpeas was the best option (figure 12). The nutrition content of this 
product was considered the best among trial products which was tested by Tran (20 January 
2018) and falafels made by these chickpeas were also the tastiest. Furthermore, the most 
consideration is the cholesterol weight of 0mg, which is evaluated as being truly healthy for 
daily dining (Tran 20 January 2018).      
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Figure 12: The required product from the coffee shop (Arrowhead Mills 2017b) 
 
From main website of the Arrowhead Mills (Arrowhead Mills 2017a), they do not have any 
stores in Helsinki, Finland. Luckily, the author could find this product on the self of some 
shops around Finland after conducting Internet search and shop visit. There were 5 shops 
selling such chickpea: Hamro Baazar, Asian Food Market Oy, Alanya Market, Mughal Food, 
Taj Mehal Afro-Asian Market (referred to appendix 1: Supplier list selling qualified chick-
pea).  
4.1.3 Factors supporting to domestic sourcing selection 
As mentioned by Tran (20 January 2018), due to our small business and the small size of 
storage space, the coffee shop decided to order every two weeks with around 500kg at one 
order. Furthermore, in case of it is out of our stock urgently, the shop needs to buy and 
deliver immediately. The shop decided to partner with local instead of international because 
of these reasons. The local suppliers are located in Helsinki, hence they are mostly able to 
guaranty the JIT delivery for the shop. 
 
Based-on the pre-market research, there are some Asian markets in Helsinki providing the 
dried organic chickpea, and they are located inside Helsinki area which is easy to access by 
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public transport or by private car. It means that the coffee shop can proactively come to buy 
the chickpea directly if the suppliers cannot offer the shipping. The shop contacts the sup-
pliers by email or phone to order and pick-up. Also, for long-term relationship, the intensive 
communication between the shop and the suppliers becomes much more attention.   
 
The shop also considered on global suppliers due to great benefits from varied qualified 
chickpea options. However, at the first step of this business with small size and lack of the 
storage facilities, mass inventory and the high transaction cost are remarkable headaches. 
Meanwhile small purchase is more appropriate, which can address these available problems 
and the local sourcing enables to handle it completely well.    
4.1.4 Factors supporting to distributor selection 
Discussing about OEMs and distributors, it is pointed out that chickpea farms cannot be 
located in Finland since there are the different soil and climatic conditions, which is not 
suitable for chickpea crops (Nogueira, Nagai, Braga, Novo & Camargo 1994). Surely, no 
Finnish first tier supplier could be found. Additionally, the sub-chapter 4.1.2 indicates that 
the local Finnish supplier was the better option than the international, and this is another 
reason for choosing Finnish distributors as the shop’s target suppliers. 
 
All in all, the suppliers targeted in this thesis was intermediate supplier, not ultimate sup-
plier. The supplier chain process of the coffee shop is modified as figure 13. It means that 
the target suppliers of Love Veggie were local distributors. 
   
  
  
  
 
 
Figure 13: Supply chain process of Love Veggie, illustrated by the author 
4.1.5 Factors supporting to single sourcing 
In the interview with Tran (20 January 2018), in the organic chickpea supplier market in 
Finland, there is varied type of chickpea packs such as canned chickpea and dried chickpea. 
As mentioned in the 4.1.2: Dried chickpea selection and accurate product, the dried was the 
right one that the shop aimed to buy due to its better taste and nutrition, compared to the 
 
Target supplier 
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canned. A mystery shopping indicated that the price the dried organic chickpeas from dis-
tinguishing suppliers were almost the same. The range of different gap was from 0 euro to 
0.5 euro in every 2kg. However, if 500kg is purchased at once, the gap would be much larger. 
The cost saving was 125 euro per order within 2 weeks, which was a considerable saving for 
a company, especially a start-up as Love Veggie (Tran 20 January 2018.)   
 
Since each order seems not to be huge with 500kg, the single supplier was targeted. If variety 
of suppliers were chosen at once, the advantage of economic scale was not taken and supplier 
relationship was not intensively developed. On the order hand, the disadvantages of partner-
ing with only one supplier was high risk and much dependence on such supplier. However, 
thanks to numerous number of suppliers available in this market, in case of urgent matter or 
market chaos, the shop still enabled to partner with different suppliers with the same quali-
fied products at almost the same price.   
4.2 Interview the suppliers 
Each of five qualified suppliers were interviewed by the author to learn how degree of their 
offers could match the Love Veggie’s requirements in terms of product quality, order quan-
tity, delivery term. Additionally, quotations from the suppliers were unveiled for the author 
to consider which quotation was the best. 
4.2.1 Product quality, delivery and flexible volume evaluation 
After mystery shopping and the Internet search, only five suppliers Hamro Bazaar, Asian 
Food Market Oy, Alanya Market, Mughal Food and Taj Mehal Afro-Asian Market are sell-
ing the exact product in Helsinki area. The chickpea beans are sold as being dried, bean 
sized, nutritious, packaged and branded the same as the requirement (referred to chapter 
1.4.2: Pre-market research), which means these suppliers were 100% qualified in term of the 
product specification.  
 
The author asked for the delivery policy from each supplier. Besides the shipping fee, they 
requested that the coffee shop should place the order with 500kg of the chickpea around 10 
days to 15 days in advance, depending on each supplier (referred to appendix 1). Discussing 
with Tran (20 January 2018), the orders made before 10 to 15 days would not be a big deal 
with the coffee shop. They can take care of it and place the 500kg-orders on time as re-
quested.  Furthermore, the suppliers were willing to serve door-to-door delivery by their own 
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vans at the date of requirement of the Love Veggie. The shipping fee was confirmed differ-
ently between each supplier (referred to appendix 1).   
 
Table 6: The assessment of the suppliers in term of product quality, delivery, flexible volume 
and accessible location, illustrated by the author 
Suppliers Evaluation 
Acceptance 
(%) 
Rejection 
(%) 
Selected 
Alanya 
Market 
Product quality 100 0 
 
Delivery 100 0 
 
Flexible volume 100 0 
 
     
Asian Food 
Market Oy 
Product quality 100 0 
 
Delivery 100 0 
 
Flexible volume 100 0 
 
     
Hamro 
Bazaar 
Product quality 100 0 
 
Delivery 100 0 
 
Flexible volume 100 0 
 
     
Mughal 
Food 
Product quality 100 0 
 
Delivery 100 0 
 
Flexible volume 100 0 
 
     
Taj Mehal 
Afro-Asian 
Market 
Product quality 100 0 
 
Delivery 100 0 
 
Flexible volume 100 0 
 
 
Concerning to the unexpected orders, the representatives of these suppliers (Seth 15 Febru-
ary 2018, Nguyen 16 February 2018, Bhagat 20 February 2018, Ghosh 16 February 2018 & 
Sherif 14 February 2018) responded they were able to sell the small amount of the qualified 
chickpea within 10kg-20kg. Since these orders was unexpected, unluckily the suppliers did 
not ensure to manage the delivery to the buyers. If at the delivery time, their vans were 
available to use, they would delivery these orders for free. Otherwise, the coffee shop was 
required to pick up at the suppliers’ shops. The suppliers surely would inform the delivery 
capability right after the orders placed. Fortunately, Love Veggie owns a small van that can 
be used to collect the purchased chickpea if the shipment cannot be made by the sellers. 
 
The findings are analysed in the table 6 in perspective of the product quality, delivery and 
flexible volume in an assessment matrix. As the interviews with the representatives of each 
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suppliers (Seth 15 February 2018, Nguyen 16 February 2018, Bhagat 20 February 2018, 
Ghosh 16 February 2018 & Sherif 14 February 2018) and discussed with Tran (20 January 
2018), all the criteria were met 100% by the potential suppliers. All five of them were totally 
qualified in these terms and selected to the next analysis of the other criteria.  
4.2.2 Locations of each suppliers 
As informed from the suppliers (Seth 15 February 2018, Nguyen 16 February 2018, Bhagat 
20 February 2018, Ghosh 16 February 2018 & Sherif 14 February 2018), in case of uncertain 
orders, the coffee shop may needs to pick up the products by their own van. That was why 
the author did the research of the accessible of the suppliers’ locations. The findings targets 
to answer the following questions: 
- Are the shops located in main streets? 
- Is there enough-spaced parking round? 
- Is it easy for a van to get in and out the nearest parking? 
 
Based on the address of every shop from their websites (Hamro Bazaar 2018; Com Viet 
2018; Oriental market Alanya 2018; Mughal 2018; Yelp 2018), a map of the locations of the 
five suppliers are illustrated at figure 14 for a visual assessment. Since three of them (Hamro 
Bazaar, Taj Mehal Afro- Asian Market and Mughal Food) are obviously located very close 
together, the pin points of the three in the map are as one point. Meanwhile, the blue line is 
the car road drawing. 
 
 
Figure 14: Location of five qualified chickpea suppliers, illustrated by the author 
 
These shops’ positions are located within Helsinki area, including Hamro Bazaar, Mughal 
Food, Taj Mehal Afro-Asian Market and Alanya market and the Asian Food Market is stated 
Hamro Bazaar, Mughal Food,  
 Taj Mehal Afro-Asian Market  
 
Asian Food Market 
Oy 
 
Alanya Market 
Car road 
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in Espoo, which is bordered Helsinki area. Additionally, the author already visited the shops 
one by one to check the exact locations and whether these could be visited directly by a car. 
From the blue line on the map and the self- check, all the shops could be accessed straight-
forwardly by a van and have their own car parks for ones who are shopping there. In case of 
being urgent and the suppliers cannot deliver the chickpea, the coffee shop can collect the 
product at the suppliers’ doors by a van.   
 
In nut shell, questions related to the accessibility of the suppliers’ location are briefly an-
swered in table 7. All the considerations were clearly figured out that every prospective sup-
plier met the requirements of the location accessibility. That also meant these five suppliers 
were qualified and selected in term of the criterion.  
 
Table 7: Supplier assessment in term of the accessible location criterion 
Suppliers 
Are the location 
near the main 
street? 
Any enough-
spaced parking 
around? 
Does a van can get 
in/out the parking 
easily? 
Selected 
Alanya 
Market 
Yes yes yes  
Asian Food 
Market Oy 
Yes yes yes  
Hamro 
Bazaar 
Yes yes yes  
Mughal 
Food 
Yes yes yes  
Taj Mehal 
Afro-Asian 
Market 
Yes yes yes  
 
4.2.3 TCO, calculation and evaluation 
After the face-to-face and phone interviews with the five qualified suppliers to ask for the 
quotations, they informed their unit price per kilogram and the cost of the delivery, which 
made every quotation was different with the others.   
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There were two main expenses investigated in this thesis: Unit price and transportation cost. 
Each supplier gave the offers for per kilogram of chickpea in term of price quotation (re-
ferred to appendix 1), meanwhile the delivery costs were calculated by one shipment, hence 
a pre-calculation to figure out the total expense for an order with full of 500kg chickpea was 
conducted. The description of the matrix at table 8 is as follow: 
- Column (1): the unit price per kg of chickpea, data collected from the appendix 1 
- Column (2): total unit cost, which was calculated by the multiple of 500 times unit 
price (column (1)) (500 is the total net weight of the order chickpea beans).  
- Column (3): delivery cost per order with the 500kg, data collected from the appendix 
1 
- Column (4): TCO of 500 kg, which was defined by a plus of the column (2) total unit 
cost and column (3) delivery cost.  
- Column (5): ranking based on the TCO 
 
After calculating the total cost of ownership for every supplier (column (4)), the ranking is 
added as the last column to rate the suppliers in term of total cost. The best cost-saving offer 
is rated as 1 and the most expensive is given as five since there are five suppliers in the 
analysis. The ranking of total expenses is utilized into the chapter 4.2: Integrated assessment 
as an evaluating criterion for choosing the best suppliers.   
 
As calculated in the table 8, every supplier offered the different unit price and delivery fee. 
Although the gap of each unit price/kg between these suppliers was not too big, the total unit 
cost was remarkable for an order since the coffee shop asked for 500kg per order. The total 
costs of first three suppliers were 100Euro- 350Euro higher than the 2 last. Meanwhile the 3 
first offered the free ship within Helsinki, the rest required the fee for one shipment. Since 
the gap of the different total unit costs was too big that cannot be covered by the small trans-
portation costs, as a result the total cost of ownership for one order of the Hamro Bazaar was 
the biggest and the Taj Mehal Afro-Asian Market was the smallest. The second, the third 
and the fourth biggest belonged to Mughal Food, Asian Food Market Oy and Alanya Market 
respectively. By this result, the ranking for each supplier in term of the TCO was 1 for Taj 
Mehal Afro-Asian Market, 2 for Mughal Food, 3 for Asian Food Market Oy, 4 for Alanya 
Market and 5 for Hamro Bazaar who sold the chickpea at the highest cost compared to the 
others. 
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Table 8: Total expenses for one order of 500kg, calculated by the author 
Suppliers 
(1) 
Unit 
price/kg 
(€) 
(2) 
Total unit cost/ 
500kg 
(€) 
 
[(1)*500] 
(3) 
Delivery cost/ 
500kg 
(€) 
(4) 
TCO/ 500kg 
(€) 
 
[(2)+(3)] 
 
Rating (*) 
Alanya 
Market 
3,20 1 600,00 0 1 600,00 4 
Asian Food 
Market Oy 
3,00 1 500,00 0 1 500,00 3 
Hamro 
Bazaar 
3,30 1 750,00 0 1 750,00 5 
Mughal 
Food 
2,90 1 450,00 15,00 1 465,00 2 
Taj Mehal 
Afro-Asian 
Market 
2,80 1 400,00 20,00 1 420,00 1 
 (*) 1: the least expensive, 5: the most expensive 
 
The purchase from the supplier Taj Mehal Afro-Asian Market as the recommendation obvi-
ously provided a saving of 45 Euro at least (=465 000 Euro- 420 000 Euro), compared to the 
second-best supplier Mughal Food per order. If there is nothing changed, with this saving 
the Love Veggie can save around 135 Euro per month (=45 Euro*3 orders, 1month=30 
days), and 1620 Euro annually (=135 Euro*12 months).  
4.2.4 Integrated assessment 
Every criterion was discussed and analysed deeply in the chapter 4.2.1, 4.2.2 and 4.2.3. Now 
this chapter’s target is to give the readers the integration assessment of all criteria. All five 
investigated suppliers are in a matrix table 9 with five assessment criteria. Based on the 
previous analysis chapters, the final assessment of such criteria are putting together that 
gives a visual view of full assessment. The criteria are ordered as product quality, delivery, 
flexible volume, accessible location and TCO rating. 
 
Obviously, the assessment of the suppliers’ performances in terms of four criteria: product 
quality, delivery, flexible volume and accessible location is the same. The chickpeas of all 
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five sellers were 100% qualified as exactly demanded from the coffee shop and they also 
guaranteed to deliver 500kg of this beans every 10 days and willing to sell the small amount 
of the product in cases of urgency. Additionally, after checking the suppliers’ shops, the 
accessibility of their places are obvious for the Love Veggie’ van.  
 
As these four assessment criteria cannot differ the five qualified suppliers, only TCO could 
make it. That was the reason why TCO was the most important factor effecting on the final 
decision making of the selection. Relying on the TCO rating, the most cost-efficiency got 
the number 1 in TCO rating, meanings this supplier was the best choice at the end. Finally, 
the Taj Mehal Afro-Asian Market was the best supplier of the demanded organic chickpea 
for the coffee shop. 
 
Table 9: Assessment of the suppliers with 5 criteria  
Criteria 
Product  
quality 
Delivery 
Flexible  
volume 
Accessible 
location 
TCO 
Rating 
Best 
Supplier 
Alanya 
Market 
   
 
4  
Asian Food 
Market Oy 
    3  
Hamro 
Bazaar 
    5  
Mughal 
Food 
    2  
Taj Mehal 
Afro-Asian 
Market 
    1 
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5 Discussion 
This chapter is to discuss about the three investigative questions and the research question. 
All data collection and qualitative analysis indicated in these above chapter targets to an-
swers such investigative questions. The chapter is structured by these questions to let readers 
understand how the thesis research can give proper and logical answers and make final de-
cision for the research question. Additionally, potential benefits, good and not good things 
of this thesis, more suggestion and self- assessment are also discussed. 
5.1 The supplier selection criteria to get the right suppliers 
This chapter is an answer to the first investigative question, which focused on the main cri-
teria to support the selection of qualified chickpea supplier for the coffee shop Love Veggie. 
To clarify the needed criteria, firstly the product and logistics determination were discussed. 
Referring to the interview with the coffee shop’s representative Tran (20 January 2018), the 
chickpea beans were defined accurately based on a pre-test in advance to check the taste and 
the falafel texture. The best organic chickpea was from the Narrowhead Mills with a colour 
of white, small size and required nutritious indicators (referred to chapter 4.1.2: Dried chick-
pea selection and accurate product). Furthermore, the door-to-door delivery was required to 
take place every 10 days for a 500kg order. The criteria were defined to choose the best 
supplier who could meet all these requirements.  
 
There were five supplier selection criteria: product quality, delivery, flexible volume, TCO 
and accessible location. Qualified suppliers were the ones fitting all the criteria and outstand-
ing among analysed suppliers. Product quality criterion meant suppliers enable to sell the 
Narrowhead Mills organic chickpea as required. The suppliers were also supposed to offer 
door-to-door shipping to the buyer with an order of 500kg chickpea in 10 days. Additionally, 
they can provide expected order in case of urgency. However, since the suppliers will not 
probably ship to the coffee shop that was the reason why the coffee shop needed to collect 
the purchased chickpea if the suppliers cannot make it. The accessible location of the sup-
pliers assisted the buyer to pick-up the products easily whenever needed. Last but not least, 
TCO was the most important criterion because it differed the performances of investigated 
suppliers to figure out the best. TCO meant the total cost that Love Veggie would spend 
during the purchase an order.  
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5.2 The best sourcing strategies for the coffee shop 
There were 3 considerations on the strategies of the sourcing: domestic or international 
sources, the first-tier or distributors and single or multiple sourcing and. These discussions 
were mainly relied on the nature of the purchased organic pea. The Narrowhead Mills or-
ganic chickpea was chosen as a qualified recipe for the coffee shop, which was being sold 
in some domestic shops around Helsinki. The coffee shop preferred to buy from domestic 
shops instead of the international ones because of the time and cost-saving of the purchasing 
process for the small amount of 500kg beans. Also, the flexibility of the domestic retailers 
in selling and delivering extra chickpeas is much better than the international. The coffee 
shop can proactively pick-up the products at the suppliers’ door straightforwardly. 
 
As the domestic suppliers were chosen, they were supposed to be distributors, who purchase 
the products from their suppliers and resell to their customers. Again, due to the nature of 
chickpea growth, Finnish weather condition is impossible for the chickpea crops (referred to 
chapter 4.1.1: Organic chickpea). It means no first-tier supplier of the organic chickpea can 
exist in Finland.  
 
Concerning to the single or multiple sources, based on the unit prices from the qualified 
suppliers’ quotations, the gap of different prices of the 500kg order was high. That was the 
reason why sole supplier was chosen as the best. However, there was a debate of the risky 
dependence into one provider in case of its economic chaos. Fortunately, there were five 
qualified chickpea suppliers in Helsinki area which can be substitutes to the chosen one. 
Even the price offered differently, the unexpected volume was defined around 20kg per order 
which will not make a huge amount of purchasing cost (referred to chapter 4.1.5: Factors 
supporting to single sourcing). 
 
In nutshell, the suppliers were searched in Helsinki area, who is the chickpea distributor and 
the coffee shop would buy from only one seller. The decisions assisted Love Veggie to fa-
cilitate the delivery and purchasing process and benefit from the time- and cost-efficiency. 
5.3 The supplier evaluation of the coffee shop 
This chapter aims to answer the third investigative question “How did the coffee shop eval-
uate the potential suppliers and find the best?” There were different information sources and 
assessment methods applied to find the best answer.  
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The information of potential suppliers was collected from the Internet search engine, such 
as Google, Bing and also from the coffee shop’s founders’ friends who has experience in 
this restaurant business (referred to chapter 2.2.4: Supplier sourcing and limitation). Thanks 
to the pre-research (referred to chapter 1.4.2: Pre-market research), only five suppliers who 
are selling the organic chickpea of Narrowhead Mills in their shelves were qualified enough 
to come to the next in-depth analysis. They are Alanya Market, Asian Food Market Oy, 
Hamro Bazaar, Mughal Food and Taj Mehal Afro-Asian Market. Additionally, the author 
did the shop visit and ask the qualified suppliers to get the proposal and did interview asking 
for their ability to sell the chickpea with the requirements of the product and logistics. After 
obtaining and screening the value data, the methods of evaluation utilized were spreadsheet, 
qualitative assessment and vendor rating. The data was analysed by qualitative assessment 
method that judged how quality of the potential suppliers were in perspective of the product 
quality, delivery, flexible volume and accessible location. Only the TCO criterion was as-
sessed by the vendor rating method that pointed out the most cost-efficient supplier among 
the five. At the end, matrix tables were created to put all suppliers in a comparison of these 
criteria. As only TCO can help the author to differ the qualified suppliers instead of the else 
four, the final ranking of each suppliers was defined based on the TCO rating. Who had the 
first rating was also the best supplier with the qualified performance in terms of products, 
logistics, and also they offered the most competitive price and delivery cost (referred to 
chapter 4.2.4: Integrated assessment).  
5.4 The best supplier of the organic chickpea to the shop 
This chapter is the most important part of the thesis since it gives the answer to the research 
question Who is the best organic chickpea supplier for a start-up coffee shop? All the 
theories, tools, methods and analysis mentioned from the beginning till now targets to find 
out the best of the best supplier for the start-up coffee shop Love Veggie. Following to the 
chapter 5.3: The best supplier of the organic chickpea to the shop, the best supplier among 
the qualified was defined based on the 1st ranking of the TCO criteria, which means that 
provider not only meets all the criteria of the buyer but proposes the most affordable price 
for the shop as well. Among the five prospective suppliers, the Taj Mehal Afro-Asian Market 
is remarkable and chosen as the perfect partner for the start-up. 
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5.5 Benefits 
As analyzed in the chapter 4.2.3: TCO, calculation and evaluation, the most qualified sup-
plier was Taj Mehal Afro-Asian Market who brought the 1,620 Euro saving annually to the 
coffee shop. This saving can be investigated into the other business activities of the shop 
such as advertising, shop decoration, and especially the innovation of dishes. 
 
Another considerable benefit of this research is that in case of the dis-partnering with the 
chosen supplier Taj Mehal Afro-Asian Market for any reason, the coffee shop still can rely 
on the list of five qualified suppliers with full of information and deep analysis to choose the 
another one replacing the old. The product quality, delivery, volume flexibility and the lo-
cation accessibility were the same between the five suppliers, sole TCO criterion can make 
them differentiate.  That is the reason why it was quite convenient for the shop to choose the 
replacement, which just need to base on the TCO analysis. Furthermore, the necessary in-
formation is attached in the appendix 1: Supplier list Selling qualified chickpea and other in-
depth analysis were done referred to chapter 4.2: Interview the suppliers  
5.6 Creditability, validity and limitation  
This chapter discusses how the research is in terms of creditability, validity and limitation. 
First of all, creditability seems as the most crucial aspect in trustworthiness build-up. The 
creditability asks researcher in order to link clearly research findings with reality to present 
the truth of such findings. (Statistics solutions 2018.) In this research process, all the infor-
mation was gathered directly by the author via face-to-face and phone interview. All the 
respondents had no reason to tell a lie since they maybe benefit from their responses. In 
perspective of the representative of the coffee shop-Tran, her reply was a guidance of the 
research to figure out all the requirements of qualified chickpea beans and suppliers as well, 
and bring the best interest to the shop. On the other hand, the potential suppliers’ responses 
probably gave them a great chance to gain one more partner with certain order of 500kg 
every 10 days and long-term business relationship.  
 
Validity means appropriateness of data, process and method in qualitative analysis. It is 
considered that whether outcome is worth for investigative questions and research question 
and the choice of research and analysing method can figure out answer to the research 
question properly. (Leung 2015.) The validity of the research is indicated as the research 
question and investigative questions which targeted straightforwardly the enhancement and 
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development of the coffee shop’s purchasing process. All the investigative questions were 
discussed and deeply analysed based on the detailed relevant theories and the adequate cred-
ible information collected from the coffee shop’s representative and the potential suppliers’ 
representatives. The final best supplier was defined convincingly thanks to the systematic 
and logical analysis. However, any changes could be happened in the future in term of prod-
uct price, product availability or even the supplier existing, which is out of the control of 
Love Veggie and probably leads to the invalidity of this research. 
 
Last but not least, limitation in this research is in the potential supplier sources. The author 
mainly focused on the Internet search engine such as Google, Bing, etc with relevant key 
words, however there was no official source presenting whole list of potential suppliers in 
Helsinki, Finland. The author tried the best to find the suppliers not only via the Internet but 
also the founders’ relationship. However, all found suppliers were only 23, and 5 of them 
are selling the required product. Probably not 100% chickpea suppliers could be figured out 
in this thesis, but that was the best trying of the author.    
5.7 Suggestions for further development 
Many suggested possibilities can be considerate for the development of the research. As 
mentioned in the limitation of the thesis in the chapter 5.6: Creditability, validity and limi-
tation, some potential suppliers still had not pointed out yet, meaning in the near future, the 
research will be going on to find the best supplier. Additionally, this thesis’s scope is to 
obtain the chickpea supplier, later on, there are many complex activities such as contracting, 
ordering, expediting and evaluation which support to successful purchasing process (van 
Weele 2010, 9). In long-term, the coffee shop targets to expand their business by launching 
more coffee shops around Helsinki if the first worked well. In this case, the chosen supplier 
and Love Veggie will develop the relationship in strategic level that benefits to the shop 
especially in price negotiation.  
5.8 Assessment and self-evaluation 
The thesis took certain months to be processed and completed, which gave the author many 
interested experience and unforgettable moments. As an International Business student, spe-
cializing in Logistics and Supply Chain Management, this research was a great chance for 
the author to apply the knowledge into a real business in terms of supplier selection and 
evaluation process. Additionally, this is the first start-up of the author, so this research also 
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was a big hope to support to the success of this coffee shop. Thanks to this research, the 
author had learned deeply how to apply the school theories into a specific business situation 
and enhance my research skill a lot. 
 
Surely, since this was the first time working in the real business, many challenges came to 
the author. The biggest challenge was the communication with the suppliers. When asking 
the suppliers about whether or not they enable to provide 500kg of the organic chickpea 
every 10 days, most of them need to ask their providers and gave me the answer later. To 
push them respond as soon as possible, the author had to follow and remind them almost 
every day. Also, when they give the quotations, it took time to negotiate price. Another chal-
lenge was time management since the author worked part-time job and thesis at once. It was 
quite stressful at the beginning, but when getting used to the tight schedule and everything 
was on track, the thesis was completely done step by step. Last but not least, the thesis must 
be done independently, which made the author had to schedule reasonably whole thesis’s 
activities from the beginning to the end. Luckily, there were valuable consultations from the 
thesis advisor to support the fulfilment of the thesis.  
 
Even though various difficulties happened during the thesis work, the author has learned 
many treasure lessons which cannot be taught in school. After graduation, the author will 
pursuit career path as an excellent purchaser and this project is the first opportunity to start 
learning and practicing purchasing skills, especially evaluate, communicate and price nego-
tiate with the suppliers. Moreover, the author’s writing and reading skills were improved 
much thanks to writing the whole academic thesis over 50 pages. In nutshell, completed 
thesis is a positive reinforcement for the author’s hard- and soft-skills personally in future 
development. 
5.9 Conclusion 
The thesis aims to find the best supplier of organic chickpea for a start-up coffee shop Love 
Veggie through research question and investigative questions. The supplier evaluation and 
selection process was presented to support the thesis research and the final recommendation 
were given, who were qualified in term of the criteria of product quality, delivery, flexible 
volume, accessible location and offered the best competitive TCO for the buyer. Addition-
ally, the quality research methods, such as the Internet search, shop visit, face-to-face inter-
view, phone interview with the representatives of the coffee shop and potential suppliers, 
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helps the author to collect and screen value data and the spreadsheet, quality assessment and 
vendor rating were applied in order to evaluate the gathered information. Taj Mehal Afro-
Asian Market was the best recommendation of the organic beans supplier. Beside the high 
quality of the product and delivery service, this supplier could bright a saving of 1,620 Euro 
annually at least and this saving can be invested into the further research and development 
of the shop.  
 
The thesis process taught the author many lessons which were treasures for her future career 
and personal improvement. Targeting to become a skilful purchaser, the author needs to gain 
more experience on supplier assessment and negotiation skill and the thesis was the first 
great practice. Last but not least, the author improved the academic writing skill, communi-
cation skill and time management skill that are truly necessary for her professional working 
in her later life.   
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Appendixes  
Appendix 1: Supplier list SELLING qualified chickpea 
No. Supplier  Address 
Data 
collected 
by 
Interview 
time 
Interviewee Position 
Price  
incl. 
VAT/kg 
(Euro) 
Delivery/order  
(Euro) 
Order? 
Any 
discount? 
1 
Alanya 
Market 
Itäkeskus 
Kastelholmantie 
2, 00900 
Helsinki 
Shop 
visit 
15 Feb 
2018 
Vikram 
Seth 
Founder 3,20 Free Notice before 2 weeks No 
2 
Asian 
Food 
Market 
Oy 
Kirstinmäki 5, 
02760 Espoo 
Shop 
visit 
16 Feb 
2018 
Giau Ngoc 
Nguyen 
CEO 3,00 Free Notice before 10 days No 
3 
Hamro 
Bazaar 
Hakaniemen 
torikatu 2, 
00530 Helsinki 
Phone 
20 Feb 
2018 
Chetan 
Bhagat 
CEO 3,30 Free 
Notice before 10-15 
days 
No 
4 
Mughal 
Food 
Hämeentie 5B, 
00530 Helsinki 
Shop 
visit 
16 Feb 
2018 
Amitav 
Ghosh 
Co-founder 2,90 
15 Euro  
if the shop in-
side Helsinki 
Notice before 10-15 
days 
No 
5 
Taj 
Mehal 
Afro-
Asian 
Market 
Hämeentie 5 A, 
00530 Helsinki 
Shop 
visit 
14 Feb 
2018 
Muzafer 
Sherif 
CEO 2,80 
20 Euro 
free for order 
over 200kg 
Notice before 2 weeks NO 
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Appendix 2: Supplier list UN-SELLING qualified chickpea 
No. Suppliers 
Sold dried 
chickpea? 
1 Alepa No 
2 Ararat Bazaar No 
3 DFH Asian Market Sornainen No 
4 Heino Pikatukku No 
5 iHerb No 
6 JIAHE Asia Market No 
7 Kairali Food No 
8 K-City market No 
9 Khao Hom oy No 
10 K-super market No 
11 Lidl No 
12 Mango No 
13 Prisma No 
14 Shangde Aasialainen  
Ruokakauppa 
No 
15 Sian No 
16 Thai Orchid Market No 
17 Tokyokan No 
18 Vii-voan No 
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